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This thesis focuses on the preparation process of creating a social media marketing 
strategy for an event management company that does not have a marketing manager. 
Maximillion Events, the commissioner, is a small company with big business, based in 
Edinburgh, United Kingdom. The goal was to help the employees work on their social 
media communally and to give them a better understanding of the different platforms. 
 
For theoretical framework, the process of creating a social media marketing strategy is 
studied along with the nature of social media, with the help of industry literature. The 
SOSTAC® planning model was also studied to create a frame for the strategy. Different 
social media platforms are explained, with the main focus on Facebook and Twitter as they 
are the most important platforms for the company at present. 
 
The basis of this thesis was an extensive analysis into Maximillion’s main competitors. The 
analysis includes both a quantitative and a qualitative part, where the competitors’ actions, 
behaviour and success are studied.  
 
As well as an analysis, this thesis also includes an end product in the form of a guidebook. 
The guidebook explains the most important platforms in layman’s simple terms, to make it 
easier to understand and act upon. The guidebook includes terminology, general tips of 
what could or should be posted and what the different platforms can be used for. 
 
This thesis was created with a relatively slow schedule, the whole process taking about a 
year, beginning in July 2015. The result of this process is a more extensive knowledge on 
Social Media Marketing for both the author and the commissioning party. It gives the com-
missioner relative means to create a more extensive strategy when they have the needed 
resources.  
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1 Introduction 
In this thesis, I dive into the world of social media, the most actual way of marketing in the 
current times – the early days of the twenty-first century. Social media has the ability to 
make a company more successful if it is used correctly. However, when not given enough 
attention and appreciation, it can be a pitfall for many a company who are struggling to be 
up to date in their marketing endeavours. 
 
The objective of this thesis is to give the commissioner a structure and the means for cre-
ating an extensive social media marketing strategy. It will explain what is needed for a 
functioning strategy and how it can be created, along with introductions to the most popu-
lar social media platforms.  Maximillion Events does not currently have a marketing man-
ager and hence marketing, and especially social media marketing, has not received the 
attention and dedication it needs to be successful. The final step of this study is to create 
an easy-to-follow guidebook, where the theoretical framework of this thesis is put into a 
practical form, which can be used by anyone in the company in the absence of a market-
ing manager. The guidebook shall be easy for the commissioner to modify according to 
changing needs and objectives.  
 
The basis and first step of this thesis is an extensive competitor analysis into the main 
competitors of Maximillion Events. The analysis includes both a quantitative and a qualita-
tive part. The analysis was conducted by studying the main competitors’ social media plat-
forms; the quantity, quality, content and level of engagement of their posts. The analysis 
was performed in the summer of the year 2015, between the months of July and August, 
while I was working for the company on a work placement. A part of my responsibilities 
was social media marketing, which is when I realised it is not getting the attention it de-
serves and requires to be more than a chat platform for the company’s employees. 
 
The final product, a Social Media Marketing Guidebook, is based on not only the competi-
tor analysis but also a theoretical study. Industry experts’ views on creating a social media 
marketing strategy are taken into consideration and applied for the purpose of this study. 
By studying the theoretical aspects of each main social media platform, each platform’s 
function and purpose is determined and later applied to practise to create a strategy. As 
each platform serves a different purpose and has a different audience, it must be clearly 
determined what should be posted, when and where. By following a functional strategy, 
the on-going final objective is to create a wider and more engaged social media audience 
for Maximillion Events, and thus generate more sales for the company. 
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First, the commissioner will be presented and their situation and objectives explained. 
Second, the theory chapter includes theory on how to create a social media marketing 
strategy, the nature of social media, the SOSTAC® process, and how each social media 
platform functions. Last, the competitor analysis will be explained. The end product can be 
found in the appendices.  
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2 Commissioner – Maximillion Events Ltd 
Maximillion is an Event Management company, widely known in Scotland for being the 
longest-established and best regarded events business. Maximillion organises all types of 
events from treasure hunts to big corporate conferences. (Maximillion 2016.) 
 
The company consists of five different parts as pictured in the figure below; Maximillion it-
self, whose focus is on Team Development, Roselle, which is responsible for meetings 
and conferences, private parties and theming, MadMax Adventures and Turnberry Adven-
tures, which are both outdoor activity sites, and Wildgoose Scotland, which operates 
GPS-enabled treasure hunts. All these areas have their own managers in the company, 
and are managed from the Edinburgh Headquarters. Currently Maximillion only employs 9 
full-time employees in the office, but the company is ever growing. In addition to the full-
time members, Maximillion employs a range of freelance event team members. (Maximil-
lion 2016.) 
 
Figure 1 Maximillion Events' organisational chart. (Maximillion 2016.) 
 
Maximillion’s business idea and slogan is: “We’re only happy when you’re delighted!” - the 
company measures their success in this by collecting feedback from their events. Other 
key values for the company are sustainability and responsibility; every event is designed 
to be as green as possible, and the amount of wasted paper is kept to a minimum even 
within the office. The company has been recognised and won many an award for being 
sustainable and green. (Maximillion 2016.) 
 
Maximillion 
Events Ltd
The company's 
official name
Roselle
Acquired by Maximillion
Conferences, meetings, 
private events
MadMax  
Adventures
Outdoor 
adventure site in 
Edinburgh
Turnberry 
Adventures
Outdoor 
adventure site in  
Ayrshire
Wildgoose 
Scotland
A subbrand of 
Wildgoose run by 
Maximillion
Maximillion
The name under which 
the company operates
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Maximillion Events has a well renowned clientele, with some of the biggest repeat custom-
ers being Hewlett-Packard, Chivas Brothers, the Royal Bank of Scotland, and Premier Oil. 
As the company is able to offer such a wide range of event styles to a variety of audi-
ences, many of the clients bring repeat business in the form of a different, or even similar, 
event year after year. (Maximillion 2016.) 
 
The Wildgoose treasure hunts are increasingly popular within a spectrum of clientele from 
hen dos to big corporate companies. MadMax Adventures attracts mainly, but not limiting 
to, stag dos. Turnberry Adventures is a higher end activity site, being located at the well-
renowned Trump Turnberry resort, and thus attracts smaller groups and couples. Maximil-
lion and Roselle’s main audience is corporate. All areas of the business are referred to by 
agents and even other event businesses. (Maximillion 2016.) 
 
Most of the events organised by Maximillion Events are within the United Kingdom, with 
the majority of them being in Scotland as that is where the headquarters is located. The 
company has, however, organised events also overseas in Europe. (Maximillion 2016.) 
 
As determined with the company’s current Business Development Manager at the time, 
Maximillion’s key competitors, which were studied for the purposes of this thesis, are 
Team Challenge Company, Team Building Company, Blue Sky, Bluehat Group, Chil-
lisauce, ABC Events and Conference care. All but Chillisauce are event management 
companies, Chillisauce being an agency, with whom Maximillion co-operates on a regular 
basis. All the competitors are based in the United Kingdom. (Maximillion 2016.) 
 
Maximillion does not have a Marketing Manager or a full-time employee responsible for 
social media marketing, and thus that aspect has not received the attention it deserves. 
Hence the object of this thesis is to make it easier for all employees of the company to un-
derstand how social media works and is to be operated, and thereby make it possible for 
everyone to share the responsibility in the absence of a Marketing Manager. (Smith 
16.8.2015.)  
 
As explained in further detail in chapter 3.2, there is a planning model designed to help 
with planning a marketing strategy. This model, called SOSTAC®, is a tool used to ana-
lyse the process: from starting point to objectives and results. The first step of the model is 
situation, which for Maximillion is, as mentioned above, a small team with not much spare 
time on their hands and no marketing manager to lead the area of business. They also 
have plenty of competitors, but do not have trouble getting business regardless. For Maxi-
million the second step, objectives, means getting more visibility and business via social 
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media marketing, and in general to have a stronger presence in the modern world of so-
cial. Realising the following part, strategy, is studied in the following chapter. As for tactics 
and action, which are the strategy in more detail, they must be left as the company’s own 
responsibility. This is due to the fact that in order to get into such detail, one would have to 
have access to all company data and be informed of all occurrences. The same goes for 
the last step of the list, control, as it means monitoring results and reaching goals, modify-
ing them, and starting over again and again. (Smart Insights 2016a.)  
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3 Creating a Social Media Strategy 
In this chapter are explained the key objects to which one needs to pay attention when 
creating a social media marketing strategy and how it differs from traditional marketing. 
Furthermore, an insight is given to all the most common social media platforms – how 
they function, what their main purpose is and who is using them. 
 
3.1 Creating a Social Media Marketing Strategy 
There are many ways to define the word marketing, but one of the simplest definitions 
would be: Marketing is engaging customers and managing profitable customer relation-
ships (Armstrong, Kotler & Opresnik 2016, 31). It has two main goals; to attract new cus-
tomers by promising superior value and to keep and grow existing customers by delivering 
satisfaction. Unless one has a completely unique product or service, there is always com-
petition and one must find ways to stand out from the crowd. Therefore, creating customer 
value is an important part of the process. One must familiarise themselves with their cus-
tomer – who they are, what they need and want, and what ultimately motivates them to 
purchase one’s products or services. Once this is known, one can target those incentives 
in their marketing strategies. For example, in the event industry the services are about ex-
periences -  sometimes even once in a life time experiences that may people dream 
about. Hence, it could be profitable to remind them that they can live those experiences 
through the services you provide. (Armstrong & al 2016, 31-33.) 
 
When starting to create a social media marketing strategy, the two most important matters 
to consider are one, your audience, and two, your objectives. You need to look into and 
understand who your audience is, where they are, when they are active, and what they re-
spond to. Therefore, conducting an extensive competitor analysis will get you to a good 
start. By comparing your key competitor’s behaviour on social media and the response 
they get to that behaviour is key to understanding what has and what has not worked pre-
viously. However, you must not forget to think objectively and look at the big picture – 
these competitors might not be aware of their audience’s needs and thus might not be a 
good example of what to do, and more so of what not to do. (Ryan 2015, 3-4.) 
 
Defining your own objectives is just as important as finding and understanding your audi-
ence. Once you are aware of how your audience responds to different cues and how they 
behave on social media, knowing what you want to gain from social media marketing will 
help you narrow down your strategy. One might seek to drive awareness of their product 
or service and optimise sales conversion, while the other simply seeks to drive more traffic 
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to their website, create trust amongst their target group or create an additional platform for 
customer care. Integrating the company’s future plans, be that three, five, seven or more 
years, into the strategy will make it more significant and will likely help the company to 
achieve the goals included. Marketing objectives should always be SMART: 
 Specific – instead of using vague terms such as increase, improve or maximize, 
objectives should be expressed in terms of values 
 Measurable -  it should be possible to confirm whether they have been achieved or 
not  
 Achievable – objectives you have the necessary resources for 
 Realistic – although it is good to be ambitious, unrealistic targets are demotivating 
 Time-bound – every objective should have a set timescale 
 
Both short-term and long-term objectives are needed for a successful strategy. Objectives 
may and should change during the process when everything is studied and re-evaluated. 
(Ryan 2015, 3-4; Westwood 2016, 36.)  
 
Objectives are what one wants to achieve, strategies are how one reaches said objec-
tives. There are several different types of strategies: defensive strategies are designed to 
prevent losing existing customers, the aim of developing strategies is to offer a wider 
range of products or services to one’s existing customers, and attacking strategies are 
meant for generating business through new customers. Different strategies have different 
risk levels, but the least risky way to try to expand one’s business is with one’s existing 
products in one’s existing market – this is a good place to start from. (Westwood 2016, 56-
57.) 
 
3.2 SOSTAC® 
SOSTAC® is a planning model developed by PR Smith to help with marketing planning. 
The abbreviation stands for Situation, Objectives, Strategy, Tactics, Action and Control; 
the words are explained in the list below. 
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Figure 2 SOSTAC® process. (Smart Insights 2016a.) 
 
The SOSTAC® list gives a logical order for planning and implementing a strategy for any 
kind of digital marketing. In the first step of the process, Situation, one must reflect on their 
status at the very beginning before any plans have been implemented. A good way to 
start is creating a SWOT-analysis (Table 1) to figure out one’s Strengths, Weaknesses, 
Opportunities and Threats in the marketplace. A competitor analysis is key for clarifying 
where you stand in relation to your competitors.  (Smart Insights 2016a.) 
 
Table 1 A SWOT-analysis for Maximillion 
Strengths 
Strong position in marketplace 
Large variety of event styles 
Good dynamics in the office 
Many people to make an input 
Weaknesses 
No marketing manager 
Not enough time for social media 
Lack of interest in dedicating time for social 
media 
Objectives 
More visibility 
Increased reachability  
Increased sales 
 
Threats 
Many competitors 
Falling behind due to inactivity on social 
media 
 
 
In the Objective part of the planning system, PR Smith recommends to consider the 5 S’s 
objectives; Sell – customer acquisition and retention targets, Serve – customer satisfac-
tion targets, Sizzle – wow factor, Speak – engaging customers, and Save – quantified effi-
ciency gains. By figuring all of one’s objectives and knowing what one wishes to achieve 
Situation
•Where are we now?
Objectives
•Where do we want to be?
Strategy
•How do we get there?
Tactics
•How exactly do we get there?
Action
•What is our plan?
Control
•Did we get there?
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with their social media marketing, it is easier to start planning how to reach those goals. 
(Smart Insights 2016a.) 
 
The Strategy part is the most difficult bit of the marketing plan process, but is vital for suc-
cess. There are some strategic tools that can help in planning a strategy, but the one in-
cluded in SOSTAC® is called the STOPP & SIT template – Segments, Target markets, 
Objectives, Positioning and Partners, and Sequence – credibility before visibility, Integra-
tions and Tools. Different strategies may be needed when dealing with several market 
segments. (Smith 2011, 698, 705, 717 & 723.) 
 
Tactics are the details of Strategy, and in this part one must consider the e-marketing mix, 
which includes the communications mix, social networking and what happens when. In the 
Tactics part of the process, one should plan what kind of content they want to publish in 
their platforms, and how and where they would like to be available for their customers to 
contact. (Smart Insights 2016a.) 
 
Actions, for their part, are the details of Tactics, where one is to dive even deeper into ex-
ecuting the strategy. In this part of planning one must clarify who does what and when, 
whether the plan will be executed internally, externally or with a combination of both, and 
what systems and processes shall be used in the execution. (Smart Insights 2016a.) 
 
The last stage of the SOSTAC® list, Control, is about finding out whether one is reaching 
the objectives they previously determined. The key to keep up to date with the process 
and to not lose track of whether the systems in place are working, it is better to monitor 
the process as often as is possible – quarterly, monthly, weekly, or even daily. The key 
points to pay attention to are sales forecasts and budget. In order to be prepared for diffi-
culties, it is recommended to have contingency plans – for example in case an aggressive 
new competitor arrives or if one’s audience reacts badly to a social media post. Many of 
the social media platforms have their own, free, monitoring and insight systems in place, 
but one can also purchase subscriptions for paid services such as Socialbakers, Synthe-
sio or Brandwatch. (Ryan 2015, 43, 48; Smith 2011, 786, 798 & 835; Smart Insights 
2016a.) 
 
Once the SOSTAC® planning list has been completed, one must consider the three M’s – 
the three key resources, which are Men, Money and Minutes. Men signifies human re-
source – expertise and abilities to do different jobs. Money mean budgets – whether one 
has the money to realise the plan. Minutes mean time – time scales, schedules and dead-
lines. (Smith 2011, 126.) 
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.  
Picture 1. The SOSTAC® infographic created by PR Smith to visualise the planning sys-
tem. (Smart Insights. 2016a.) 
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3.3 The Nature of Social Media 
Social media is a very new field of marketing, and many companies fail to understand the 
difference between it and regular, ‘old-fashioned’, marketing. While regular marketing is 
strongly based on advertising your product and generating sales by pushing it to potential 
customers, the key to social media marketing lies in its very name – social. It is highly un-
likely that your audience will respond to you telling how good you are and simply advertis-
ing your range of products or services. Following the paradigm of advertising that was cre-
ated twenty years ago and has not been adapted since will not get you far in the ever-
evolving world of social. Social media is about adding value to customers’ lives by giving 
them more relevant content and useful information - and less adverts. Customers need 
content that stimulates their emotions and makes them feel good. (Ryan 2015, 5-7.) 
 
As anything on the internet and social media is very reachable and can be shared effort-
lessly, negative comments and reviews can quickly change a company’s image. Social 
media has given a channel for word-of-mouth, or word-of-mouse, to spread multiple times 
faster and reach people outside one’s circle. It does not help that people tend to give neg-
ative feedback more easily than positive feedback. Having a presence and being social 
allows the company to steer those conversations and perceptions in a way that suits 
them. It also gives the company an opportunity to reach out to their customers directly ra-
ther than having to wait for them to reach out to the company. (Ryan 2015, 5.)  
 
3.4 Social Media Platforms 
In these subchapters are described the origins, functions and typical audiences of each of 
the most popular social media platforms. Facebook and Twitter are considered in more 
detail, as they are the most popular and relevant platforms, and the best to get started 
with when creating a functional social media presence. 
 
In the below tables are the statistics for the main platforms (Table 2) and for the additional 
platforms (Table 3). Firstly, the form of the social media platforms is identified and catego-
rised. Second, the main type of content is identified. The third row on the tables signify the 
amount of active monthly users in millions. These numbers were not available for all plat-
forms. Furthermore, the cost of usage is specified, and ultimately, the availability of adver-
tising.  
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Table 2 Statistics for the main platforms as of April 2016 (Smart Insights 2016b; Expanded 
Ramblings 2016a.) 
 
 
Table 3 Statistics for the additional platforms as of April 2016 (Smart Insights 2016b; Ex-
panded Ramblings 2016b-d.) 
 
 
3.4.1 Facebook 
Facebook was founded in 2004 as a platform for Harvard University’s students to com-
municate with each other. Being the most popular social media platform of the day, the 
amount of its daily users is reaching one billion. The company’s mission is to give people 
the power to share and make the world more open and connected. (Facebook 2015a.) 
 
For thousands of people around the world the first thing to do in the morning after opening 
their eyes is checking Facebook. In a way, it is replacing even traditional newspapers. As 
with newspapers, people will flick or scroll through the news and choose the articles that 
interest them most at that moment. Unlike with newspapers, with Facebook the person 
themselves is in control of what is shown in their newsfeed. If they find a page’s posts un-
interesting they can easily unfollow the page. Thus, it is crucially important for companies 
who want to succeed with their Facebook presence to produce interesting and engaging 
content. (Carvill & Taylor 2013, 89-109.) 
 
Facebook can be used in a multitude of ways for a multitude of different purposes; cus-
tomer support and service, lead generation, polling and product feedback, as a corporate 
Platform Facebook Twitter LinkedIn Google+ YouTube Pinterest Instagram
Form Social Network Microblog Social Network Social Network Media Sharing
Bookmarking 
Site
Media Sharing
Main use
Pictures and 
text
Text Text Text Videos Pictures Pictures
Active users (m) 1590 320 100 300 1000 100 400
Cost of use free free
free with paid 
subscriptions
free free free free
Advertising paid paid paid paid paid paid paid
Platform Snapchat Tumblr Blogger Periscope Vine Flickr
Form
Real-time 
picture and 
video-sharing
Blog Blog
Live video-
sharing
Media Sharing Media Sharing
Main use Pictures Pictures Text Video Video Pictures
Active users (m) 200 555 n/a 10 200 112
Cost of use free free free free free free
Advertising paid paid paid paid paid paid
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and social responsibility channel, news distribution, brand awareness and establishment, 
product and event promotion, gathering support for a cause, humanising your brand, re-
search, competitions and check-in deals. For a functional presence, it is good for a com-
pany to use many, if not all, of these features in their Facebook marketing. If one only 
uses their Facebook channel for promoting their products or services, it is likely they will 
quickly get unfollowed by their audience who deem that uninteresting. By being social and 
humanising your brand, engaging with your audience and giving them something in return 
for their following in the form of competitions or giveaways, one has the chance of gaining 
popularity through content followers and word-of-mouth. (Carvill & Taylor 2013, 89-109.) 
 
Different ways of posting on your Facebook page include the following; your own content 
for example in the form of a news article you have posted on your website, sharing some-
one else’s content, asking questions, creating polls, observations - for example about 
products that could be useful for your audience, recommendations and reviews, talking 
about another page, and responding to comments publicly. It is easy to get lost in the con-
stant feed of updates, and thus adding interesting visual content in the form of pictures or 
videos where appropriate is a good way to get your audience’s attention. (Carvill & Taylor 
2013, 89-109.)  
 
3.4.2 Twitter 
Twitter was founded in 2006 and quickly became one of the most active social media plat-
forms in the world, with currently about 500 million tweets sent in a day. The company’s 
headquarters is in San Francisco, California. Their mission is to give everyone the power 
to create and share ideas and information instantly, without barriers. (Twitter 2016a&b.) 
 
The main characteristic feature of Twitter is the way it limits the length of the messages, 
better known as tweets, to 140 characters. The fact that every tweet is no more than a 
sentence or two makes it easy for users to absorb a lot more in a shorter period. This also 
makes Twitter ideal for mobile users, who can scroll through their feed on the bus – or 
wherever they are – and thus keeps them updated on the go. Another key feature that 
separates Twitter from other platforms is its up-to-dateness. The shortness of the tweets 
makes it fast and easy to post, which explains the astounding volume of tweets sent in a 
day. Because of the vast number of tweets sent, the stream is constantly changing even if 
you only follow only a few users. Henceforth it is also easy to get your tweets lost in the 
stream. One way to up your game and stand out from the crowd is adding visual content 
to your tweets; photos, videos and GIFs that no longer lessen the character limit. (Carvill 
& Taylor 2013, 53-55.) 
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Twitter’s versatility makes it the one channel that every company should have. Even if 
they are not posting on it themselves, it can be used for research and listening, and even 
as a search engine. Twitter receives around 2.1 billion queries per day, making it almost a 
Google-like platform of information. Hashtags, introduced by Twitter, are now a key ingre-
dient in a standard tweet. They are used to indicate the keyword or words the tweet is fo-
cused on, making it even easier to pick your interests from the mix. If a tweet with a 
hashtag is posted from a public account, anyone can see the tweet when searching for 
that specific hashtag. That gives you the opportunity to take part in an on-going conversa-
tion that could potentially have millions of followers. Twitter showcases trending topics, the 
keywords that are currently being mentioned and talked about the most. (Ryan 2015, 22; 
Twitter 2016b.) 
 
Twitter can be used for a variety of purposes including the following; customer support 
and service, brand reputation management, polling and product feedback, listening in and 
capturing conversations, news distribution, brand awareness, gathering support for a 
cause, humanising your brand, and targeting – there is not much you cannot do on Twit-
ter. While it may seem a little confusing to a beginner, ultimately Twitter is very simple to 
use. In addition to searching and posting, one can retweet, quote, favourite and reply to 
other people’s tweets. Retweeting means simply posting someone else’s tweet on one’s 
own feed under their name, while quoting gives one the opportunity to add one’s own 
comment to it. By favouriting a tweet, one is simply saying one likes what one read, and 
by replying to it one can tell them just what it is one thinks about the tweet. One can 
choose the accounts they want to follow and thus see in their main feed. If two accounts 
follow each other, it gives them the opportunity to also send private messages out of sight 
from others. (Carvill & Taylor 2013, 55-64.) 
 
3.4.3 LinkedIn 
LinkedIn, founded in 2003, is currently the world’s largest professional network on the in-
ternet with more than 380 million users worldwide. Their company mission is to connect 
the world's professionals to make them more productive and successful. (LinkedIn 2015f.) 
 
What comes to social media platforms, LinkedIn is known as the more serious one, used 
for connecting businesses to other businesses and workers to previous, current and po-
tential future colleagues and companies. LinkedIn enables employees to search for jobs, 
companies to search for employees, and companies to connect with each other. Per a 
study conducted by Hubspot, LinkedIn is three times more effective for lead generation 
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than Facebook and Twitter, which derives from the fact that LinkedIn is rarely used for en-
tertainment, unlike other social media platforms. User profiles are heavily based on a CV-
like format, with information on job history and other details relative to employability. An-
other way LinkedIn differs from other social media platforms is the fact that it offers paid 
subscriptions that can be useful for active users as they offer more specific searches and 
other special amenities. Users can post and share content to their connections, join 
groups to follow and participate in topic specific conversations and keep up to date with 
the companies or people they follow or are connected to. (Carvill & Taylor 2013, 133-153.) 
 
3.4.4 Google+ 
Google+ was introduced in 2011 with the aim to bring the nuance and richness of real-life 
sharing to the web, and making all of Google better by including people, their relationships 
and their interests. (Google+ 2015e) As of early 2015, the platform had more than 2.5 bil-
lion users, but according to studies, only 9% of them were active and only 1.49% of them 
had made more than 5 public posts. (Tech Times 2016.) 
 
On Google+ individuals and companies can connect with and follow other individuals and 
companies. Google+ has not succeeded to become a popular social networking platform, 
as the previously mentioned statistics clearly suggest. However, companies can get a lot 
out of using Google+, even if they do not have a large following. The main advantage of 
using the platform is that by posting keyword-rich content, a company will be rewarded 
with a higher visibility on Google than they would by posting on other social media plat-
forms. In other words, the company will show up higher up in Google searches relative to 
their most common keywords. Hence having a profile on Google+ can be productive if the 
company is after higher visibility and looking to make themselves known in the market. 
(Carvill & Taylor 2013, 179.) 
 
3.4.5 YouTube 
YouTube was launched in 2005 and bought by Google in 2006. The video sharing plat-
form has more than 1 billion users and every day, hundreds of millions of hours of footage 
are being watched generating billions of views. Every minute 300 hours of video are up-
loaded to YouTube. The platform provides a forum for people to connect, inform and in-
spire others across the globe and acts as a distribution platform for original content crea-
tors and advertisers large and small. (YouTube 20161&b.)  
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YouTube is the most popular video-sharing platform in the world. As it is owned by 
Google, well keyworded videos can increase visibility on its search engine and thus make 
a company more successful. In the modern world where most people own a mobile device 
with a camera, anyone can film, crate and publish a video. However, for a video to be ef-
fective in marketing a product or a service, it requires an original idea, planning and most 
likely a professional’s help. Even if a company is not looking to get fame and fortune 
through their videos and simply use them to visually describe their products to potential 
buyers, they still need to be of high quality to make a good impression. While there are 
free and paid applications and websites, for example Animoto, where anyone can edit and 
create videos, it requires a fair amount of skill and creativity to produce a video that is both 
visually and informationally satisfying for viewers. (Carvill & Taylor 2013, 115-122.) 
 
Different types of videos a company can create and post on YouTube include the follow-
ing; promotional films, testimonials and interviews with customers, interviews with staff, 
short ‘how-to’ films, humoristic videos about dry subjects, press releases and video blogs, 
thought leadership, podcasts and vodcasts, answering frequently asked questions, ‘about 
us’ videos, and sales. Companies can also create adverts that are played before other us-
ers’ videos. (Carvill & Taylor 2013, 115-122.) 
 
3.4.6 Pinterest 
Pinterest was founded in 2010 and is a visual bookmarking tool that helps people discover 
and save creative ideas. (Pinterest 2016) Pinterest currently, as of September 2016, has 
100 million users, out of which 85% are female users. The users of the platform have so 
far created 50 billion pins and 1 billion boards. Around 1.5 trillion pin recommendations 
are served annually on Pinterest. (DMR 2016.) 
 
On Pinterest, users can share, curate and discover new interests by pinning pictures on 
the boards they have created or even public, shared boards. It is an excellent way of 
showcasing a company’s visual and creative side by using their own pictures or pictures 
from other websites. The boards can be a way of listing one’s interests or a mood board 
for a certain topic. As with most other social media platforms, the use of keywords and 
hashtags is essential for placing the pictures in the right context and for users to find one’s 
posts through using those keywords. Pinterest can be used for showcasing thought lead-
ership, humanising a brand, showcasing events one has attended or hosted, sharing vid-
eos, and social search by means of hashtagging. (Carvill & Taylor 2013, 181-185.) 
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3.4.7 Instagram 
Instagram was founded in 2010 and bought by Facebook in 2012. It is a mobile photo 
sharing application with over 400 million monthly active users and more than 80 million 
pictures shared daily. Their mission is to allow their users to experience moments in their 
friends’ lives through pictures as they happen – “We imagine a world more connected 
through photos.” (Instagram 2015c&d.)  
 
Instagram is a social networking application that allows users to edit and share their pic-
tures. The application has a variety of readymade filters that users can apply to their pho-
tographs to make them more visually pleasing. It also offers the alternative to edit the pho-
tographs from start to finish as much or as little as the person likes by changing some of 
the key features like contrast and brightness. Instagram is planned for and mainly used on 
mobile devices, while viewing the pictures is also possible on their website. Hashtags are 
an essential way to get one’s pictures noticed by people outside of one’s following. With 
its sole focus on sharing pictures and videos, Instagram is another good platform to show-
case a company’s visual and creative side. (Webwise 2016.) 
 
3.4.8 Other popular platforms 
Snapchat is a photo and video sharing platform. Its main idea, and unique quality, is that 
the pictures and videos can only be viewed for up to 10 seconds, after which they disap-
pear unless a screenshot is taken. Users can also post their content as their story, where 
each post remains for 24 hours unless deleted by the user. (Snapchat 2016.)  
 
Tumblr is a modern blogging platform where users can easily share all types of media; 
text, photos, quotes, links, chats, audio and video. Users can also easily reply, reblog or 
like other users’ posts. By using keywords as hashtags, which appear at the bottom of the 
posts, one can make it easy for others to find the posts even if they are not following 
them. (Tumblr 2016.) 
 
Blogger is a blogging platform owned by Google, and therefore has a big impact on a 
company’s SEO and visibility on Google, hence making it useful to post news articles 
there and also the best option for marketers who want to generate sales. Blogger is a 
more traditional blogging service where the main focus is on text articles with other media 
supporting it where desired. One can design the layout and style of their blog freely by us-
ing the extensive design back page. (Blogger 2016a&b.)  
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Periscope is a live video-sharing mobile application, where users can broadcast video 
straight from their mobile devices in real time to their followers. Periscope users choose 
the accounts they want to follow and whose broadcasts they want to get notified about. 
The broadcasts include a comment section, where viewers can comment as they are 
watching the video – the broadcaster can also see the comments and thus interact with 
viewers. (Periscope 2016.) 
     
Vine is a video-sharing platform used on mobile devices, where users can post short, 6-
second videos that play on a loop until the viewer moves on to another video. People can 
choose who they want to follow, search for videos using keywords, and watch popular vid-
eos that are featured on the front page. Since this thesis was started, Vine has stopped 
operating. (Vine 2016.) 
 
Flickr is an online photo management and sharing application where people can share 
photos both publicly and privately.  Flickr gives its users 1000 GB of free storage, making 
it a good way to keep one’s pictures safe. The application is popular among professional 
photographers and people searching for photographs, but it can be simply used as a 
place to share larger quantities of photographs at once – professional or not. (Flickr 2016.) 
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4 Competitor Analysis & Product 
To investigate where the company stands in relation to its competitors in the market field, 
it is essential and highly useful to conduct a competitor analysis. The analysis allows the 
company to study what, how, when and where the competitors have been doing so far, 
and how well that has been working for them. This will then give an insight into what might 
work and what might not, and thus will give a basis for the strategy. (6D Global 2016.) 
4.1 Competitor Analysis  
As a basis for this project I conducted an extensive competitor analysis on Maximillion 
Events’ competitors’ social media platforms and behaviours. I chose seven of Maximil-
lion’s most relevant competitors with a social media presence and investigated which plat-
forms they were using and how. The seven most popular platforms on which this study is 
focused are Facebook, Twitter, LinkedIn, Google+, YouTube, Pinterest and Instagram. In 
addition to these platforms, I made a note of any others they had a profile in. 
 
4.1.1 Quantitative Analysis 
Quantitative analysis is an analysis that aims to understand or predict behaviour or events 
through mathematical measurement and calculations, statistical modelling and research. 
The objects are studied and results presented in numerical values. The main advantage of 
conducting a quantitative analysis is that it involves studying precise, definitive values that 
can easily be compared with each other. (Investopedia 2016a.) 
 
For the quantitative part (Tables 4-6) of the competitor analysis I studied how many follow-
ers the competitors had on each social media platform and how many posts they have 
made either in a certain period or in the entire history of their presence there. I searched 
for each competitor on each platform, or used the links on their websites. For Facebook, I 
thought the most relevant way of analysing the quantity of their posts was by defining how 
many posts they had per week within the last five weeks, whereas with Twitter I thought it 
relevant to see how many of the tweets were their own content and how many were re-
tweets. As the other platforms were considerably less active, I counted the total number of 
posts. 
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Table 4 Quantitative analysis, the main platforms. (Facebook 2015b-h; Twitter 2015a-g; 
LinkedIn 2015; Google+ 2015a-d&f-h.) 
 
 
As shown in Table 4, all the competitors had a profile on Facebook, Twitter, LinkedIn and 
Google+ - the main platforms. On Maximillion’s part, the table only shows the number of 
followers on each platform to have a reference point. On Facebook, the average 
follower/like count is about 1,500, which is elevated by Chillisauce’s considerably larger 
number of followers. If this is not taken into account, the average number is 669. On 
Twitter the competitors’ average follower count was 2,099. LinkedIn’s average was 744 
followers, and Google+’s 29 – considerably lower than the other channels. The green 
colour on the follower counts indicates that the number is higher than Maximillion’s. The 
blue colour on the numbers of Twitter following indicates that the competitor follows more 
people than it is followed by, which would suggest they are fishing for followers by 
following others. 
 
Activity-wise the numbers show that the average number of posts per week on Facebook 
was 2. On Twitter the competitors made on average 32 tweets in June 2015, out of which, 
on average, 18 were original tweets and 14 retweets. The average total of posts on 
LinkedIn was 15, which was slightly elevated by Bluehat Group’s and Conference Care’s 
larger numbers. Amongst the others, the average was a mere 10 posts in total. As for 
Google+ the number varied between 0 an 97. The average with Chillisauce’s 97 included 
was 19, and 7 with it excluded. 
 
Table 5 Quantitative analysis, other common platforms. (YouTube 2015a-d; Pinterest 
2015a&b; Instagram 2015a&b.) 
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On the platforms shown in Table 5, two or more competitors had a presence. These plat-
forms are YouTube, Pinterest and Instagram. The average subscriber/follower counts are 
98, 123 and 193, respectively. These numbers are less accurate as there were less com-
petitors to contribute to the average. 
 
The number of videos posted on YouTube was on average 35, which all the competitors 
are very close to individually. The activity numbers on Pinterest and Instagram varied 
more, but as they had only two users out of the seven, an average would not be useful. 
 
Table 6 Quantitative analysis, additional platforms that were added if one of the competi-
tors had a presence in them. Tumblr was added by myself. (Facebook 2015b; Flickr 2015; 
Tumblr 2015; Vine 2015.) 
 
 
The additional platforms specified on Table 6, a blog, Flickr, Vine and Tumblr were again 
less popular among the competitors. The blogs were not all on Blogger or any other sepa-
rate blogging platform, but for some it was the news page on their website or a blog on 
another platform. Two of the competitors had a presence in Flickr, and ABC had cleverly 
integrated theirs into their Facebook page, as shown in Picture 2 below. 
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Picture 2 ABC Events' Facebook page where Flickr is integrated (Facebook 2016a) 
 
 
4.1.2 Qualitative Analysis  
Qualitative analysis uses subjective judgement based on unquantifiable information – in-
stead of using numerical measurements, the subject is studied and results are presented 
in a more abstract form with words. Qualitative analysis deals with intangible, inexact con-
cerns that cannot be measured with numbers. While a quantitative analysis focuses on 
measuring things, a qualitative analysis is conducted to understand them. (Investopedia 
2016b.)  
 
For the qualitative part I chose six of the most relevant questions to further analyse how 
they were using their social media platforms and what their actual engagement looked 
like. Focusing mainly on Facebook and Twitter I studied what the companies were posting 
about and how relevant it was to the business, how their platforms were presented visu-
ally, what types of media had been used, which platforms were linked on their websites 
and what the actual engagement was like. There are two reasons for choosing these two 
platforms: first, they are the most popular ones and hence, second, will be the best ones 
for Maximillion to start with. To further investigate the engagement, I picked their most en-
gaging posts from both Facebook and Twitter and analysed them to see what type of 
posts had been most successful in engaging the audience. 
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Firstly, when looking for the competitors’ social media platforms, I paid attention to how 
they were presented on their websites. All seven of the competitors had Facebook and 
Twitter links and five out of seven had LinkedIn links. Meanwhile, only one had linked their 
Google+ account on their website, even though they all had a profile on it. Three out of 
four YouTube users had also linked their YouTube account with the others. One competi-
tor, ABC Events, had not used the social media platforms’ icons when linking them to their 
page, which made it considerably harder to find them.  
 
All or most of the content on all competitors’ social media pages was about the company. 
Most of the posts were either about the events the companies had organised or about the 
employees of the company. People based posts proved to be the most engaging ones, 
which makes one doubt whether the audience is mostly friends and families of the people 
in the photos. Only Bluehat Group and Chillisauce had ventured outside of the company-
related posts, and had shared general industry news, which I found to be popular while 
working on the commissioner’s social media during my internship. 
 
Next, I observed the competitors’ visual presentation on the platforms. All companies had 
simplified logos as their profile pictures, but only ABC Events and Conference Care (Pic-
tures 3 & 4) had the names on them, which made them self-explanatory.  
 
 
Picture 3 ABC Events' logo and Conference Care’s logo (Facebook 2016b) 
 
These logos shown in Pictures 3 and 4 make the companies feel more approachable and 
easier for prospective clients to find them on social media. They leave the need for inter-
pretation, as they explain what type of company is in question. 
  
24 
 
Picture 4 Conference Care's logo (Facebook 2016c) 
 
The other logos do not give any indication about what the companies do, which I thought 
to be a hindrance, as a self-explanatory logo is more likely to grab a viewer’s attention 
from the mix, especially if they are thinking about matters that are related to the wording, 
such as events or conferences. That inspired me to plan a new logo for Maximillion’s so-
cial media platforms (Picture 5) 
 
 
Picture 5. An illustration of my idea for a new social media logo for Maximillion. The final 
product would require professional help, and the use of the right fonts. The swirl on the 
background is taken from Maximillion’s official logo, and is already used on its own. 
  
Content-wise, the competitors agreed on one matter – photos. Some had one or more 
photos in all their posts on Facebook, and all of them had used photos regularly. Sharing 
links seemed to also be a popular form of media used. Four out of five competitors had in-
cluded videos in their feeds. Often, they had realised the importance of keeping the text 
parts short. As mentioned previously, the clear majority of the posts were directly relative 
to the companies.  
 
The most important and revealing part of the qualitative analysis was engagement – do 
large numbers of followers automatically lead to more engagement? The answer was no; 
the competitors with the most number of likes and followers had no more engagement 
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than the others. When searching for the most engaging posts, it became clear that photos 
of the companies’ employees on them were most popular. In Picture 6 below is an exam-
ple of a most engaging post on Facebook, and in Picture 7 is one from Twitter. 
 
 
Picture 6. A screenshot of a Facebook post that had received the most amount of engage-
ment. The post was made by Bluesky Experiences and is about one of their employees 
celebrating their 10-year anniversary. (Facebook 2015d.) 
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Picture 7. A screenshot of one the most engaging tweets. It was posted by ABC Events, 
and is about their new employee. The employee has been tagged in the tweet, and sev-
eral hashtags have also been used, which makes the tweet more accessible. (Twitter 
2015a.) 
 
 
4.2 Product 
In addition to this thesis being based on research, it also resulted in a product – a Social 
Media Marketing Guidebook for the commissioner, Maximillion. This can be found in the 
appendices part at the end of this report. In order to make this thesis more convertible into 
reality and practise, I thought creating a product like this was essential and would perfectly 
represent the thesis in a more practical form. The product, in this case a guidebook, is 
much easier for the commissioning party to understand and is in a more compact form 
with just the necessary information.  
 
I created the guidebook based on the information I gathered from my experience as an in-
tern, from the competitor analysis I conducted, and the theoretical framework. It was cre-
ated on Microsoft Office Publisher, which allowed me to make it both functional and visu-
ally pleasing. To increase functionality and legibility, I separated each topic into pages 
and, furthermore, into boxes with headlines. This makes it easy to find whatever it is that 
the reader is looking for. 
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The guidebook includes some general information on and rules for social media market-
ing: tips and hints, and dos and don’ts. In addition to the general guidelines, each platform 
is presented – for Facebook and Twitter, the main focus platforms, this means that their 
terminology and functions are explained, and some advice on how to use them given. For 
the additional platforms; LinkedIn, YouTube, Pinterest, Instagram and Google+, some 
general advice is given. This all is explained in simple terms for it to be easily understood. 
There is also a page on Hootsuite, a platform managing service that Maximillion already 
has a subscription for. It explains what Hootsuite is and how best to use it. 
 
4.3 Reflection 
The competitor analysis was extensive enough to give a clear representation of what was 
happening in social media, what had been done previously and what had worked. It was 
important to conduct both a quantitative and a qualitative analysis to see the correlation 
between numbers and activity, which was not a large one. It enabled me to get a deeper 
insight of what the competitors’ audiences like and how they behave.The study indicated 
that everyone seemed to be struggling with their social media accounts. Some had been 
able to gather a larger audience, but even the ones with a follower count multiple times 
bigger than others, had little to no engagement on their posts. That seems to indicate that 
either no one has found the right way to reach the right audience, or the audience just 
simply is not there. 
 
However, when you take into consideration the low engagement counts on Twitter, the 
most active platform, one is left to wonder if the target audience is on social media at all. I 
would like to believe that no one has just found the right way to reach and treat the target 
audience for event companies, maybe not even having studied and defined what it is. 
Based on the analysis, one would have to find a completely new way of using their social 
media platform. It also raised a question whether any of the competitors had an experi-
enced person, or a team, in charge of social media marketing, the results indicating a 
small possibility for it. 
 
Based on my own experience on social media, I was not surprised to find out that few 
competitors had a presence on Instagram, Pinterest, Vine and Tumblr, as they have a 
much younger audience than the aforementioned, more popular platforms. However, I be-
lieve that with finding the right way to use these platforms, they would have a large 
amount of potential in reaching a whole new audience and keeping the old one interested. 
Often, when companies are looking to organise events, it is the personal assistants, who 
are mainly female, who are responsible for finding an organiser. 
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One observation I made was the positive effect of simplified, but self-explanatory visuals; 
logos with text on them and even photos where text had been added on top to create a 
clearer message. They seemed much more attention grabbing compared to the other pic-
tures that were of mediocre quality. Furthermore, some competitors had typos and gram-
matical errors in their posts, which gave an unprofessional impression. 
 
There was not a large amount of variety in content, which indicates that the companies 
were not experimenting on their social media. It seemed they were only using social me-
dia to try and keep up with the modern world, but were not giving it enough attention to 
make it successful.  
 
The product, a Social Media Marketing Guidebook, is in my opinion a successful and ideal 
representation of this thesis. The product will be introduced to the commissioner via email, 
with the recommendation to print it into guidebook form and distribute it to all office staff 
and event managers in order to encourage everyone to take part in the company’s social 
media marketing. As and when the company evolves in their social media marketing en-
deavours, they can update the guidebook if they feel it is still necessary. In case they have 
a marketing manager at that point, they can modify it to give advice on what kind of con-
tent the event mangers and team members can supply to them.  
 
The simplistic format of the guidebook is ideal for this situation where there are several 
people with different levels of understanding involved – everything is easy to find and un-
derstand. The guidebook could easily be modified to represent other companies’ needs 
that are in a similar situation. As social media is a relatively new occurrence, and the ma-
jority of the working population is more mature and hence likely not up to date with all the 
functions and possibilities, this kind of a guidebook could be useful for many. 
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5 Discussion 
I started this process during my internship by having a meeting with Maximillion’s current 
Business Development Manager to discuss what would be good to include in the competi-
tor analysis. We defined Maximillion’s key competitors and what should be paid attention 
to when studying them. I conducted most of the study over a period of around two months, 
at work and at home when I had time. In hindsight, it would have been better to fully dedi-
cate bigger lumps of time for it to be able to conduct it within a shorter period, hence mak-
ing it more consistent. In other words, it would have been ideal to complete the process 
without having to work simultaneously. 
 
The analysis turned very well in the end and in my opinion it is very extensive and in-
cludes everything it could or should. It gives a very good indication of the competitors’ ac-
tivity and success on social media, and was a very good basis for the thesis. I had exten-
sive knowledge on social media before starting the process, thus the fact of not having a 
theoretical framework to base the analysis on did not have a negative effect, in my opin-
ion. The fact that the research includes both a quantitative and a qualitative part was es-
sential to understand the situation fully. 
 
After completing the analysis, I started looking for a theoretical framework for the strategy. 
I found the theory, and especially the referenced literature, interesting, although I felt that 
a lot of it I already knew due to previous experience and education. The SOSTAC® part 
was added rather late in the process, as per my teacher’s request, and was slightly diffi-
cult to integrate into the rest of the thesis. However, I feel it was an important part of the 
process to give the company analysis a basis, and to give the company a planning model 
for their strategy. It was difficult to find literature that was up to date, preferably published 
in 2015 or 2016, which was important as social media is changing fast. The four physical 
books that I used for this thesis were the only ones I could find and get my hands on that I 
considered trustworthy, up-to-date, sources. They both offered a lot of valuable infor-
mation, but in order to get a more extensive basis, I used many websites and a couple of 
eBooks as well. 
 
With social media, and marketing in general, so much depends on the type, industry and 
resources of the company, so having worked with Maximillion for several months helped 
me focus on the right things and look at the process from the right perspective. Creating a 
detailed strategy would however be a job for someone who worked for the company full 
time, as it is ever changing and needs constant dedication. For that reason, the guidebook 
form is suitable for Maximillion as they are not yet ready and able to employ someone for 
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the specific job, and are instead carrying the weight communally. It explains in simple 
terms what each of the most common and suitable platforms are meant for, how they 
function, and what Maximillion should do on each of them. I decided to create the guide-
book regardless of the fact that this thesis started as a research study, because I felt it 
was the right way to represent the results of the thesis in a more practical form..  
 
My thesis writing process lasted for over a year in the end, not due to it being difficult, but 
for several complications within the process. The most significant issue the lack of a dead-
line, which resulted in lack of motivation. Another major problem was insufficient time, as I 
was working at the same time, hence not being able to dedicate my time to it fully. I feel 
that the lack of support from both peers and teachers, mostly due to living abroad, influ-
enced my motivation, and in part made the process harder and slower. I did not take part 
in any thesis sessions and discussions, and only received instructions and comments via 
email. I do not feel the long working period affected the quality of the product significantly, 
but it certainly made the process more difficult. 
 
By completing this project, I learned more about social media marketing, and especially to 
think about it subjectively through a company’s eyes. I believe this process in addition to 
my already established knowledge of social media platforms would give me a good basis 
to work in social media marketing, which I have an interest for – now more than ever. 
 
At the time of completing this thesis, the company has had some major changes in staff. 
They currently have a new Business Development Manager, and two other positions have 
been refilled, meaning I no longer have such a good understanding of the dynamics within 
the team, nor is the original commissioning employee present. Although I am still con-
nected to the company by freelance work on events, I feel I have distanced myself from 
the company in comparison to the beginning of this process. However, the situation in re-
gards to social media marketing remains the same, if not worse – their social media pres-
ence since mine and my colleague’s departure, has reduced significantly. This only 
means there is even more need for my input in the form of this thesis and the end product. 
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